Introduction: This paper is aimed to determine the relationship between the competitiveness
Introduction

According to OCDE (2005), innovation is: "the implementation of a new or significantly improved product (good or service), or process, a new marketing method, or a new organizational method in business practices, workplace organization or external relations".
Innovation aims at improving a firm's performance by gaining a competitive advantage.
Regarding the marketing innovation: "is the implementation of a new marketing method involving significant changes in product design or packaging, product placement, product promotion or pricing".
Today, Mexico's competitiveness is ranked as a country in the place 51/138 (WEF, 2017) , so that digital marketing is representing a real marketing innovation driver to improve such place.
In this sense, the web portal Millones de Voces (2017) , reports a sector with more than 200 small and media enterprises (SMEs) firms located at Guadalajara, Mexico, and several recognized institutions that are teaching and training about digital marketing issues. Nowadays the digital marketing has several and innovative tools for: planning and building a website, planning the content, blogging, paying the advertisement, the social networking, emailing, making video, making the web analytics, etc. So, what about the criteria of a digital campaign design to be aligned with the sector competitiveness?
The digital marketing sector is very interested to obtain a proposal of the DMIM capable to improve its competitiveness level based on the NCM. To achieve the proposal model, this work is divided into the explanation of: 1) Problem, hypotheses and rationale of the study; 2) Literature review 3) Methodology based on two visions: the academic and expert about digital marketing innovation and competitiveness to obtain a final DMIM to be related with NCM, and the design of the final questionnaire; 4) Results; 5) Conclusions; 6) Limitations and Future Studies. To solve this, is necessary to propose a construct based on these two factors. Hence, regarding the DMIM variables it is proposed the following specific questions:
SQ1: Which are the variables and the scheme involved?
SQ2: Regarding of these variables, are there differences between the academic vision vs. the expert vision?
SQ3: Which is the final questionnaire?
SQ4: How are the main relationships between NCM and the variables of DMIM?
Finally, the Hypothesis: The most significant DMIM variables are present in at least, on 50% of the variability of NCM.
Literature Review
The National Competitiveness Model (NCM). Competitiveness is the ability and performance of a company, sub-sector or country to sell and supply goods and services in a given market, in relation to the ability and performance of other firms, sub-sectors or countries in the same market (IMCO, 2017; Kotler & Lane, 2006) . As a part of the Quality National Prize (Premio Nacional de Calidad) Mexico has designed its own National Competitiveness Model (PNC, 2017) adopted here in this study, with the following variables showed in Leaders reflect on their behaviours and commitment to achieve the mission of organization, change and innovation; they communicate with their staff, motivate them in their development and overall well-being; they are aware of and they respond to their own growth opportunities.
2
Customer Value Generation (CVG)
The organization knows its clients intimately, knows what creates its value and responds with innovative proposals that ensure a memorable experience, follow the evolution of their needs and establish the basis for a constant alignment with them
3
Strategic Planning (STP)
The organization ensures the fulfilment of its vision and mission; analysing their environment, understanding their challenges, setting priorities, defining strategic objectives, aligning their resources and capabilities to ensure their execution, 
4
Guidance to change, innovation and continuous development (CICD) The values of the organization lay the foundation for developing a culture focused on change, innovation and continuous improvement that is reflected in the way staff organize and engage to generate new ideas to respond to the challenges they face.
5
Social Commitment (SCO)
The organization assumes responsibility for the social and environmental environment in which it operates. This commitment is reflected in its initiatives to reduce its environmental footprint, promote the integral well-being of its personnel and respond to the social needs of its community.
6
Wellness and Inclusion (W&I)
The organization ensures the integration of all its staff through the creation of a shared identity and responding to their physical and emotional needs in the workplace as well as in the communities where they live.
7
Knowledge (KNW)
The organization collects, organizes, shares and analyses knowledge through the use of its resources and the skills of its staff, thereby generating the intellectual capital of the organization it capitalizes for the improvement and innovation of its products, services and processes.
8
Agility (AGY)
The organization responds quickly, adaptively and flexibly to the changes that occur in its internal and external environment. (Mejía-Trejo, 2017 , Mejía-Trejo et al. 2016 Kannan. & Hongshuang, ,2017; SmartInsights, 2017; Scuotto, Del Giudice & Carayannis, 2016; Egol, Peterson, & Stefan S.,2014; Kharchuk, Kendzor & Petryshyn, 2014) . It is highlighted that throughout 2016, the sector analyzed variables, constructs and models of digital marketing, that were considered impractical and / or difficult to implement and measure, to increase its competitiveness.
Therefore, the cornerstone of this research is to determine the variables and indicators involved into the DMIM, through the most recent documents based on 15 papers about this regard, concluding the Table 2 . The Table 2 shows in different columns, the number, year of publication (since 2012 until 2017), author, a main definition of Digital Marketing and several variables that support each work, in order to identify them and make an analysis about how many times they are mentioned (see Table   3 ). Therefore, it was obtained an approach of the academic vision, to be submitted to the experts.
Methodology
As a result of the literature review, it was made a matrix to show the DMIM variables according Table 2 , and representing the academic vision approach. See Table 3 . After this, it was applied the qualitative part of this research through focus group with Delphi Panel and Analytic Hierarchy Process (AHP, Saaty, 1997) to 10 specialists (5 professors and 5 CEO) as digital marketing campaign designers, focusing the attention and experience of each one of them, in the association of variables and the order suggested to be implemented to the DMIM.
The results are showed in Table 4 . The Table 4 is divided in 3 parts. The first one, shows the a list of 15 ordered variables in importance as a result of the Delphi panel focus group with 5 professors in digital marketing. The column frequency is based on how many of these variables were mentioned by different analyzed authors (see Table 3 ). Thereby, it was reported the importance of each one of the variables suggested for the same group of professors as a result of the Analytic Hierarchy Process (AHP)
as an academic vision. The second one, is based on the perception of 5 CEOs of digital marketing firms, whom ordered the same list of variables as a suggestion for implementation; it was reported the importance of each one of the variables suggested for the same group of CEOs as a result of the Analytic Hierarchy Process (AHP) as an expert vision. Finally, it was reported the % weighing difference between both visions (where less than 2% were excluded for practical reasons) where the sign (-/+) indicates what side is describing and explaining more about the variable. For instance, the variable strategy (STG) for academic vision has a rate of 19.6% vs.
9.7% as an expert vision; the % difference is +9.9; hence the academic vision is the side that is explaining more of this variable (or, the expert vision, needs to consider more about that).
Therefore, there were explained each of these variables to determine the general conceptual model of DMIM in the order suggested to be implemented, as follows. See Table 5 . 
It is all about of the market segmentation as target. It comprises the heart of any business model. Without (profitable) market, no company can survive for long. In order to better satisfy the market, a company may group them into distinct segments with common needs, common behaviors, or other attributes. This stage represents the how to do, to achieve the GST, just like: --Awareness. Acquisition strategy to build awareness off-site and in offline media to drive to web presences -Engagement & Loyalty. Capture and retention as a growth strategy to build customer and fan relationships to encourage repeat visits and sales. -Desire & Experience. Strategy based on the sample and testing of a service or a product, with a novelty presentation to increase the sensations and emotions, in order to be acquired. -Effectiveness on Call to Action. Conversion strategy to achieve marketing goals of leads & sales on web presences and offline.
How to do, to achieve the goal settings for the digital campaign? This is the step where all the tools and techniques of the tactics is programmed logistically, to be implemented in the practice. This is your overall strategy for digital marketing. Defining a strategy to integrate communications across different customer touchpoints is often forgotten. Planning involves setting goals, creating a coherent strategy to achieve them and putting in place evaluation tools in place to make sure you're on track 
Mejía
Results
Therefore, the final DMIM-NCM ex ante, is showed in Figure 1 . The final questionnaire proposed (shown in the Appendix) containing the NCM variables and DMIM variables, was applied as a pilot with 10 specialist in digital marketing campaign designers, located at Guadalajara, Mexico, to probe the confidence test. It was obtained the Table   6 . The final questionnaire (8 variables corresponding to NCM as dependent factor and 10 variables corresponding to DMIM as an independent factor) as a survey, was applied to 200 specialists (100 professor and 100 CEOs) as digital marketing campaign designers, located at Guadalajara, Mexico, during January to April 2017. It was also obtained the Pearson's Correlations amongst the variables, showed at Table 7 . It was practiced Multiple Regression Analysis by Stepwise Method to obtain the set of variables entered/removed (a) (see Table 8 ). Table 9 . Model Summary. Using the Stepwise method SPSS produces an Analysis of Variance (ANOVA) for each model showed at Table 10 . The Table 11 shows the results of Coefficients. Table 12 . Excluded Variables (a). 
Analyses and discussion
About Table 6 and according by Hinton (et al. 2004 ), Cronbach's alpha corresponds: 0.70 to 0.90 shows high reliability.
Regarding the Table 7 , as a general rule, predictor variables can be correlated with each other as much as 0.8 before there is cause for concern about multicollinearity (Hinton, et al. 2004; Hair et al., 2010) .
Regarding the Table 8 , the Variables Entered/Removed table shows that the Stepwise method of regression has been used. Notice that SPSS has entered into the regression equation three variables: DMT, and MVS that are significantly correlated with NCM.
About Table 9 shows the Models: 1 and 2 where the independent variables DMT and MVS accounts for 51 %, and 65% respectively of the variance in the scores of NCM dependent variable. The R value (0.223) in Model 1 is the multiple correlation coefficients between the predictor variables and the dependent variable. As DMT is the only independent variable in this model the R value is the same value as the Pearson's correlation coefficient in the pairwise correlation matrix (See Table 7 Table 10 ).
In Table 11 and so on with Model 2. Hence, it is suggested to use Model 2 because it accounts for more of the variance (see Table 11 ). The Unstandardized Coefficients Std. Error column provides an estimate of the variability of the coefficient.
Regarding the Table 12 , The Beta In value gives an estimate of the beta weight if it was included in the model at this time. The results of t tests for each independent variable are detailed with their probability values. From Model 1 the t value for DMT is significant (p < 0.05).
However with the use of the Stepwise method this variable has been excluded from the model.
As MVS has been included in Model 2 it has been removed from this Hinton, et. al, 2004) .
Conclusions
The conclusions are:
1. -Regarding the SQ1: Which are the variables and the scheme involved?
About the variables are discussed and described using the Table 1 for NCM and Tables 2, 3, 4 and 5 for DMIM involving for the two models: firstly, the use of the National Competitiveness Other similar case is the variable Value Proposition (VAL) with 10.7% importance of academic version vs. 4.8% importance of expert vision (5.9 as % difference amongst them). These are the first insights about the three main variables with higher academic rates vs expert rates which mean a lack, to be developed as an opportunity to the expert vision in the final DMIM.
By other side, it was obtained the higher expert differences (more than -2) with the academic vision as: Planning (PLN) with -6.3 and Goal Settings (GST) with -4.5. These are the first insights about the two main variables with higher expert rates vs. academic rates which mean a lack, to be developed as an opportunity to the academic vision in the final DMIM.
Also, it is important to consider the order of how is treated each one of the DMIM variables, suggested by the expert vision showed in Table 4 . This issue is solved using Tables 8 and 9 where the partial variability was at least, of 51% corresponding to DMT (Digital Marketing Tools) variable. So, it was accepted the Hypothesis. The main empirical effects are how the Digital Marketing Tools (DMT) and Mission-Vision (MVS) are impacting on National Competitiveness Model (NCM), representing both the 65.7%
of the variability (according Table 9 ). The rest (8) of the DMIM variables are remaining with scarce use and they are representing a great opportunity to be developed in any digital campaign design.
The main conceptual effects are from point of view of both, academics and experts about:
-How to make more practicable, the variables Strategy (STG), Profitability (Pro) and Value Proposition (VAL) to be used by the expert vision.
-How to make more definitions of the variables Planning (PLN) and Goal Settings (GST) from the academic vision, to be more practicable to the expert vision.
-How to consider an order to be affordable the DMIM variables.
The final questionnaire is a first insight to achieve a final model to relate the DMIM-NCM.
The final practical implications of this research, are basically:
1.-A digital management innovation model (DMIM) able to identify the main variables to be adjusted and implemented for the firms in the sector, to increase their competitiveness, according the actual National Competitiveness Model (NMC) of México.
2.-The academic and expert visions, about the DMIM variables where exist differences to be considered since order of importance until implementation.
3.-Several suggestions of the variables of this model, capable to improve their relationship to be more competitive.
Limitations and Future Studies
The first limitation. The final questionnaire was applied to professors (academic vision) and directors or CEOs (expert vision), and the results could be different with operative managers, About future studies, it would be interesting to do studies considering the DMIM as dependent variable to determine and analyze the variables more significant from the NCM.
It is very important to the sector of digital marketing practitioners to do strategic planning to develop the rest of the DMI model.
Finally, it would be interesting to do an exploratory factor analysis, to reduce the original variables into NCM and DMIM construct, and a confirmatory factor analysis to search underlying relationships among the NCM and DMIM variables through structural equations analysis, using techniques based on license software, such as: EQS, LISREL and AMOS.
